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INTRODUCTION

Across the world people are increasingly engaged in re-
sponsible consumption with the purchase of sustainable 
and environmentally friendly products.1 This trend shows 
that these products are gradually occupying a prominent 
place in the consumption habits of organic products. Quali-
fying an organic product must ensure that its production 
has been carried out under healthy conditions, without the 
use of chemicals or pharmaceuticals. The consumption of a 
food product cannot therefore be considered trivial insofar 
as it corresponds to the incorporation by the consumer of a 
foreign body Sirieix, (1999).2 unlike many countries around 
the world, in Morocco there are no studies that have looked 
at this consumer trend. In France for example,according to 
the French Ministry of Agriculture and Food (2019), more 
than 9 in 10 French people (92%) report having consumed 
organic products in 2018.3 In addition, in France, a study 
shows that more than 30% of French people believe that it 

is normal to pay more for organic products.4 Furthermore, 
according to Slim Kabbaj (2019), President of the Club des 
entrepreneurs Bio (CEBio), in Morocco, the first organic 
productions date back to 1986 and in 1919 the area devoted 
to organic farming in Morocco reached 11,000 hectares, i.e. 
an increase of almost 50% compared to the last ten years. 
Usually, this type of agriculture involves fruits, market gar-
den plants and aromatic, medicinal and condiment herbs. 
This new activity constitutes an emerging economic sec-
tor, so the identification of organic consumption values   is 
an issue of concern to marketing researchers.5 However, 
many studies have concerned organic products in America 
and Europe, but in Morocco, little research has started on 
this subject despite the efforts undertaken. It is with this 
in mind that we proposed to contribute to this research by 
conducting a prospective study on confidence in the con-
sumption of organic products and the link with certain so-
cio-demographic factors.
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ABSTRACT
In recent years, organic products have been at the heart of the news. Many people take a particular interest in the consumption 
of organic products, unlike those of conventional agriculture.This trend is determined by the degree of confidence that these 
people can place in the organic product. Estimation of this degree is of practical utility.In this present work, our objective consists 
in a contribution to developing the levels of confidence in respondents to certain determinants as well as the factors, which direct 
this confidence. We therefore conducted a prospective survey through a questionnaire of 148 respondents, 54.7% of whom are 
female. A Cronbach’s alpha index (= 0.777) gave a very accepted reliability (0.777) for this questionnaire. The results show that 
57.3% of respondents gave confidence to organic products. This percentage remains much lower than that of France (95% ° 
and that of Tunisia (62.5%).The study shows to preserve the environment and consumer health, it is therefore important to de-
velop this mode of production. It show, moreover, that 58% of our respondents buy their “organic” products occasionally, a result 
similar to that reported in 2017 in France and that, for Morocco, these products are rarely purchased from supermarkets. The 
results show that, for those who include “organic” ingredients in their food, the budget allocated to the purchase of this product 
is between 100 and 200 MAD.
Key Words: Organic product, Food, Confidence, Determining factors, People surveyed, Morocco



Int J Cur Res Rev   | Vol 14 • Issue 03 • February 2022 20

Saad et al: Organic products in Morocco

METHODOLOGY

We have adopted a method of descriptive and analytical 
analysis based on a survey of a sample of 148 respondents. 
The means chosen for data collection is the questionnaire. 
Data analysis is performed by SPSS 12 software.

• Study area and population
The data is collected following invitations by email. Guests 
are expected to complete a questionnaire covering certain 
socio-demographic criteria.

• Data collection tool
The questionnaire is made up of 6 items, the choice of which 
is inspired by a bibliographical summary on work already 
carried out around the world. The questionnaire is composed 
of two parts: a part reserved for questions on the socio-demo-
graphic and professional profile and a second part intended 
for the questionnaire itself which is made up of 6 items.

Items 1: Do you think that the choice of organic products is 
important? If so, do you justify?

Item 2: Have you ever bought or consumed an organic prod-
uct, if so which one?

Item 3: where did you buy the organic products?

Item 4: What is your allocated budget for the purchase of 
organic products on average?

Item 5: Attendance at places to buy organic products

Item 6: What are your motivations of purchase organic prod-
ucts?

The data after collection and filtration are subjected to de-
scriptive and analytical analyzes by the SPSS 12 software 
(trial version).

RESULTS 

1. Description of people surveyed
The survey covers 148 respondents, 54.7% (n=81) of 
whom are female. In addition, 47.3% (n=67) are under 30 
years old, 48% are between 30 and 50 years old while 4.7% 
are over 50 years old. Regarding the educational level of 
respondents, 57.3% have a level between 3 and 5 years af-
ter the baccalaureate and 26.7% have a baccalaureate level 
over 5 years. The majority of respondents are students or 
civil servants.

2. Study of the distribution of respondents 
responses
Table (1) below shows the results of the distribution of re-
sponses to the various items of the questionnaire proposed 

for the state of confidence. Remembering that the reliability 
showed a very important Cronbach index (index = 0.777).

1. Do you think that the choice of organic products is 
important? If so, do you justify?
The breakdown of respondents according to their answer to 
this question shows that 57.3% (n = 86) said “yes” against 
42.7% (n = 62) who answered “No”. The respondents who 
answered “yes” justified this for many reasons. Indeed, 
41.86% (n = 36) declared that in principle, the choice of or-
ganic products helps to guide the deployment of policies in 
favor of responsible production on the part of organizations. 
But in fact, since we are in a capitalist system, it is very dif-
ficult to produce this policy, while 44.19% (n = 38) justified 
their answer by the fact that the use of organic products is in 
close relationship with the environment, society, this respon-
sibility is to be passed on to subsequent generations, so we 
must be careful what we consume and how we consume it. 
We should not therefore exaggerate but make our consump-
tion optimal. On the other hand, it is favorable to sustainable 
development to preserve resources, not to encroach on the 
resources of future generations to ensure the sustainability of 
the quality of life for future generations because the environ-
mental situation and of the climate is deteriorating day after 
day. 13.96% responded that this practice is for the preserva-
tion of health.

2. Have you ever bought or consumed an organic prod-
uct, if so which one?
The figure below shows the results of the responses to the 
question “Have you ever bought or consumed an organic 
product, if so which”. Indeed, 46% of respondents said they 
bought or consumed the food or cosmetic products. How-
ever, 22% bought food productsonly, and 17% cosmetic 
products.

3. Where did you buy the organic products?
The results concerning this question show that 35% of re-
spondents choose to buy organic products from associa-
tions and cooperatives while 26% buy them in specialized 
stores. 21% say they buy these products from farmers and 
/ or associations. Likewise, 18% of respondents said they 
are comfortable with supermarkets. Studies carried out in 
France show that 65% of purchases are made in medium-
sized stores.

4. What is your allocated budget before buying organic 
products on average?
The results of the budgets reserved for the purchase of or-
ganic products. As a result, 37% of respondents declared 
spending between 100 and 200 MAD and 24% between 300 
and 400 MAD. However, 24% answered spending between 
300 and 400 MAD.
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5. Regarding the question concerning the frequentation 
of places of purchase of organic products:
The results show 58% said that occasionally while 20% de-
clared that they frequented places of sale once a month and 
the same frequency for those who responded several times 
a week.

6. What are your motivations in relation to the purchase 
of organic products?
The breakdown of responses to this question shows that 
58% say that the motivation to consume organic products 
is health, 24% it is for well-being and 18% answer that it is 
product quality.

3. Global analysis
The degree of confidence is obtained by summing the re-
sponse levels according to the corresponding scale. The 
average score is 87.23 ± 3.09, this score fluctuates be-
tween 5 points as a minimum value and a maximum score 
of 16 points. The distribution meets the standards of a 
Gaussian law (skewness coefficient = 0.11 and a kurto-
sis of 0.99). In fact, given the absence of a standard, we 
referred to the median value which corresponds to 85.01; 
50% of respondents had a score below the median value 
therefore considered to have a degree of confidence var-
ies from a low to moderate degree and the remaining 50% 
where the score is greater than the median value are re-
spondents with a degree of confidence. Trust acceptable 
to best.

To look for certain factors related to this behavior, we used 
a multiple regression analysis whose dependent variable is 
the score and the explanatory variables are mentioned in the 
table below. Analysis of variance shows a very highly signif-
icant effect (Fisher = 5.754. P <0.000) (Table 2). However, 
this analysis confirms the compatibility of the chosen vari-
ables with each other and with the explained variable.

Table (3) below shows the results of the multiple regression 
analysis. In addition, all the required variables entered are 
introduced and none have been excluded. These independ-
ent variables explained more than 56% of the total variation 
(coefficient of determination = 0.561) with a standard error 
of 2.77. Indeed, the variables which showed a significant as-
sociation with the predicted variable are:

• Item 1 “Do you think that the choice of organic 
products is important? If so, do you justify? »Is 
positively correlated with the degree of confidence, 
which explains why people who think about the choice 
of organic products have great confidence in them.

• Item 2 “Have you ever bought or consumed an or-
ganic product, if so which one” the latter is positively 
correlated with the total score. Indeed, people who 
trust organic products tend to use them for food and 
cosmetics. 

• Item 6 “What are your motivations in relation to 
the purchase of organic “. The correlation is posi-
tive between the predicted variable and item 6, which 
explains why the trend for buyers of these products is 
for health purposes.

• The level of training and socio-professional status 
have a very significant effect on the degree of con-
fidence of the people surveyed. Having a high edu-
cational level and an accepted financial level are two 
factors that most likely result in a significant degree of 
confidence. In the light of these results, the model cho-
sen to estimate the degree of confidence by taking into 
account all the variables introduced therefore made it 
possible to develop a linear equation whose explana-
tory variables are the state of confidence granted to 
these products, especially the productswith food and 
cosmetic tendencies and which are used for sanitary 
purposes.

DISCUSSION 

The choice of the subject comes to enrich the Moroccan lit-
erature on organic products while being based on the state-
ments underlined by the respondents of a lot of surveys 
carried out in Morocco. However, these respondents also 
underline that there is little social debate concerning the con-
sumption of organic products, the advantages and the disad-
vantages.6 The results of our survey are of great importance 
compared to studies conducted elsewhere. Indeed, 57.3% of 
respondents gave confidence to organic products. In France, 
the results, posted since 2015 show that the confidence of the 
French in organic products has stabilized at 95%.7 They be-
lieve, that it is important to develop this mode of production 
to preserve the environment and their health. According to a 
Tunisian study conducted by Kaouther et al. 2014.8It shows 
that 62.5% had confidence in the product consumed. In our 
study, 58% of respondents were motivated to preserve their 
health this argument is reported in several studies around 
the world such as.8,9,10 In parallel to this, two other reasons 
were also noted: for the quality and taste of the products, as 
well as for the preservation of the environment. However, 
58% of our respondents answered that they frequent places 
of purchase on an occasional basis, a result close to that de-
clared in France in 2017 (51%). Of all those surveyed, 18% 
approved buying organic products from supermarkets, this 
result is far from the figures recorded in a study conducted 
in France where the rate reached 68% (SRD, 2014). Accord-
ing to 37% of our respondents, the budget allocated to the 
purchase of BIOS products is between 100 and 200 MAD, 
this result is close to that mentioned in a study conducted in 
France where the majority (56%) do not spend more than 25 
euros per week, and only 8% of consumers spend more than 
50 euros on natural products.
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CONCLUSION

The results show that for our surveyed population, only 
57.3% trusted organic products, this result is lower than 
those of France (95%) and Tunisia (62.5%). Likewise, for 
consumers of “organic” products, only 100 and 200 MAD 
are allocated as a budget for this type of product, often ac-
quired in small commercial areas (Association / Cooperative 
and Specialized store). The results also show that 58% of 
our respondents buy their products their “organic” products 
occasionally, and that the budget allocated to the purchase of 
this product is between 100 and 200 MAD.

In addition, the choice of organic product remains a priority 
for many people because of several reasons related to health, 
the environment and thus quality. In Morocco, despite the 
efforts made by those in charge, this sector has yet to be 
redesigned in view of the agrarian potentials that Morocco 
has. By intensifying studies of this kind we can improve the 
philosophy of people to trust in the consumption of organic 
products. The Green Morocco Revolution can help young 
developers to improve this sector through direct involvement 
by providing them with material subsidies and this is really 
the trend of the Moroccan government in recent years. Like-
wise, to protect the environment and their consumer health, 
it is therefore important to develop this mode of production.
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Table 1: Distribution of respondents’ responses to the different items
Item Effective (ni) Percentage

Item 1: Do you think that the choice of organic products is important? If so, do you justify?

Yes (1) 86 57.3

No (0) 62 42.7

Item 2: Have you ever bought or consumed an organic product, if so which one?

Food / Cosmetics (3) 68 46

Food (2) 32 22

Cosmetics (1) 48 32

Item 3: Where did you buy the organic products?

Association/Coopérative (4) 52 35

Specialized store (2) 38 26

Farmers / Association (3) 31 21

Large surfaces (1) 27 18
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Item Effective (ni) Percentage

Item 4: What is your allocated budget for the purchase of organic products on average?

100 41 28

100 et 200 (1) 55 37

300 et 400 (2) 35 24

More than 400 (3) 17 11

Item 5: Attendance at places to buy organic products

Occasionally (1) 86 58

Once amonth (2) 30 20

Plusieurs fois par semaine (3) 32 22

Item 6: What are your motivations in relation to the purchase of organic products?

Health (3) 86 58

Bien être (2) 35 24

quality (1) 27 18

Table 2: Analysis of variance with one classification criterion
Model Sum of squares ddl Average of squares D Sig.

1 Regression 443.098 10 44.310 5.754 .000b

Residue 970.260 126 7.700

Total 1413.358 136

a. Dependent variable: Score

b. Predicted values: (constant), Socio-professional status, Level of education, Gender,, Age group, Item 1, item 2 Item 3, Item 4, Item 
5, Item 6.

Table 3: Dependent variable multiple regression analysis: Total Score
             Model Non-standardized coefficients Standardized coefficients  t Sig.

A Standard error Beta

(Constant) 23.092 3.003 7.690 .000***

Item 1 1.902 .990 .296 1.921 .050*

Item 2 1.390 .286 .745 4.858 .000***

Item 3 -.753 .676 -.092 -.115 .267

Item 4 .127 2.916 ,003 .044 .965

Item 5 -.281 .496 -.043 -.567 .572

Item 6 1.168 .358 .258 3.266 .001**

Sex -.381 .502 -.059 -.759 .449

Age range .337 .295 .092 1.141 .256

Level of education .635 .357 .135 1.776 .048*

Socio-professional status .748 .316 .189 2.367 .019**

a. Dependent variable: Total score

Table 1: (Continued)


